This study aims to distinguish the risks perceived by the millennial generation and the risks perceived by baby boomer generations when transacting online. The number of samples used in this study was one hundred thirty-five respondents. Criteria for respondents are people who have done online transactions in the generation being studied. This study uses a discriminant analysis conducted by a study of three types of risk perceived by respondents, product risk, financial risk, and shipping risk. The result showed there are statistically significant differences in the risks perceived by the millennial generation and the baby boomer generation.
INTRODUCTION
The growth of technology, especially information and communication technology has been felt evenly and globally by the community, no exception in Indonesia. Internet technology based on communication technology is developing rapidly, this is indicated by the increasing number of internet users throughout the world, including in Indonesia. The development of internet technology has triggered the emergence of innovations related to the internet, one of which is trade transactions conducted through communication media or better known as online transactions or e-commerce.
The increase in internet users in Indonesia in recent years has not necessarily been followed by an increase in the growth of transactions conducted online that use the internet as a tool to help proportionately. One statistical data showed the growth of internet users in Indonesia from 2017 to 2018 increased by 43% but the increase in sales transactions via the internet (e-commerce) increased by only 15% (Statistia.com, 2019) . The relatively slow growth of e-commerce transactions (online) is due to the lack of motivation of internet users to transact online due to different reasons. This general lack of motivation is caused by consumer concerns about this relatively new form of transaction. The feeling of consumer worry is also known as the risk perception of consumers. Things that cause consumers do not make transactions online include uncertainties, long delivery times, difficult to return goods if it turns out to be inappropriate, the cost of shipping (shipping costs), quality is not clear because the goods do not appear physically, online services that are less responsive (DI Marketing, 2016) . Consumer perceptions of transaction risk (shopping) can be grouped into product risk perception, psychological risk perception, financial risk perception and shipping risk perception (Khan et al., 2015) .
One of the efforts to increase e-commerce transactions is to reduce consumers' anxiety in making transactions; for this reason, risk perception from consumers is relevant to study. Discussions related to risks in online transactions have been widely discussed in several countries, one of which is in Southern Africa in an article titled Perceived Risk Experience in online Shopping (Sweigers, 2018) .
This study discusses differences in risk perceptions between community groups (consumers) when transacting online by involving certain variables. The variable chosen in the study was perceived risk while the community group (consumers) studied were the millennial generation and the baby boomer generation. The selection of this generation group is because recently the two groups are properly influential on economic and market growth. The baby boomer generation is the generation that has been established with high purchasing power, while the millennial generation is the generation that has begun to enter the market with a sizable amount with good mastery of technology (especially internet technology). This quite striking difference in character is expected to also affect group perceptions of risk, for the sake of this matter, this research is conducted so that it is expected to be objectively examined by different consumer risk perceptions of this generation. In contrast to previous studies, this study does not look for certain variables that affect consumers in online transactions but tests whether the variables that have been studied by previous researchers are judged differently by one group of consumers with other consumer groups. 2018 increased by 43% and but the increase in sales transactions via the internet (ecommerce) was only 15% (Statistia.com, 2019) .
Forms of online transactions known today are transactions of goods and financial services transactions, some experts define related to online transactions such as electronic commerce (e-Commerce) as the use of the internet and other networks (intranets) to buy, sell, transport, or trade data goods or services; while the Electronic Marketplace (e-Marketplace) is an online location where buyers and sellers carry out commercial transactions such as selling goods, services, or information. Each individual can also open a private market that sells products or services online. The electronic market is connected to sellers and buyers via the internet or to partners in their organizations, called intranets (Turban et al., 2017) . Another form is known as Fin-Tech (Financial Technology), which is a product or service in the field of finance that is created by using innovation and technology as its tools (Kuo and Teo, 2015) .
Theory of Generation. According to (Hansen and Leuty, 2012) generation is defined as a collection of individuals or groups who have a common experience. This similarity in experience is unique so that it can be distinguished from one group to another or from one generation to another. At this time, it is known that several generations actively influence the course of the industry and can influence market mechanisms such as baby boomers, generation X, generation Y or millennial. Differences in unique experiences between generations are expected to influence attitudes or behaviors in making decisions to transact both online and conventionally (offline). The similarity of experience of each group is not only seen from social and economic aspects such as experiences in the world war, global recession but can also be seen from other aspects such as technological aspects that existed when the group was located, such as the invention of the machine.
The period of one generation with another generation is not always the same; this is largely determined by a very important unique experience that occurred. A war event is an extraordinary event so that different generations will experience war and post-war generations, the same thing will happen if there is a fundamental technological change such as the invention of the machine, there will be a generation before the invention of the machine and after the invention of the machine. The period of differentiating one generation from another is not a rigid one because there is a transition period from one generation to another which is quite different from one place to another. Differences from one generation to another are grouped by experts such as the grouping of generations in the period from the beginning of the 20th century to the end of the 20th century. The identified generations are formulated in Table 1 below. The next generation is known as the 21st-century generation starting with generation Z, a group of people born at the end of the 20th century and the beginning of the 21st century, ranging from 1995 to 2010 and then followed by the alpha generation (Augusto et all., 2018) .
Another grouping of generations is seen from their existence together with the existence of technology. Digital technology is a breakthrough that is so extraordinary that people born together with the birth of this technology are given the name of a native digital generation, namely the generation born after 1980 (Cetin and Ozgiden, 2013) . The native digital generation has used digital technology in daily life since birth, while generations born before this generation already have own technology so to use digital generation this generation must adapt and study digital technology so that this generation is known as the digital immigrant generation (Wu, 2015) . (1946) (1947) (1948) (1949) (1950) (1951) (1952) (1953) (1954) (1955) (1956) (1957) (1958) (1959) (1960) (1961) (1962) (1963) (1964) Gen X (1965) (1966) (1967) (1968) (1969) (1970) (1971) (1972) (1973) (1974) (1975) (1976) (1977) (1978) (1979) (1980) (1981) (1982) Gen Y (1983) (1984) (1985) (1986) (1987) (1988) (1989) (1990) (1991) (1992) (Howe and Strauss, 2000)
Silent Generation (1925) (1926) (1927) (1928) (1929) (1930) (1931) (1932) (1933) (1934) (1935) (1936) (1937) (1938) (1939) (1940) (1941) (1942) (1943) Baby Boomers (1943) (1944) (1945) (1946) (1947) (1948) (1949) (1950) (1951) (1952) (1953) (1954) (1955) (1956) (1957) (1958) (1959) (1960) 13th Gen Millenial (1982) (1983) (1984) (1985) (1986) (1987) (1988) (1989) (1990) (1991) (1992) (1993) (1994) (1995) (1996) (1997) (1998) (1999) (2000) ( Zemke et al., 2000) Veterans Baby Boomers (1943) (1944) (1945) (1946) (1947) (1948) (1949) (1950) (1951) (1952) (1953) (1954) (1955) (1956) (1957) (1958) (1959) (1960) Gen-Xers Nexters ( (1947) (1948) (1949) (1950) (1951) (1952) (1953) (1954) (1955) (1956) (1957) (1958) (1959) (1960) (1961) (1962) (1963) (1964) Gen Xers (1965) (1966) (1967) (1968) (1969) (1970) (1971) (1972) (1973) (1974) (1975) (1976) (1977) (1978) (1979) (1980) Gen-Y (1981) (1982) (1983) (1984) (1985) (1986) (1987) (1988) (1989) (1990) (1991) (1992) (1993) (1994) (1995) Source: (Yanuar, 2016) The Baby Boomers Generation. The baby boomer generation is the generation that was born after the Second World War until the 1960s. At this time the baby boomer generation has reached the age of over 50 years, even most of this generation has entered the age of unproductive or retired. This generation is established and even this generation had time to dominate the economy because of its purchasing power and influence in making decisions. Related to aspects of technology, especially digital technology, the baby boomer generation follows various technological developments ranging from simple machine technology to the latest digital technology. As stated earlier, the generation that adapts to digital technology is known as the digital immigrant generation, so the baby boomer generation is an example of the digital immigrant generation. Regarding work, some researchers claim that the baby boomer generation is a diligent, loyal and obedient generation. Besides this group has a good attitude for him, family and work. The baby boomer generation has a long enough range so that there is a slight difference between the first half (first half period) of the baby boomer and the second half (second half period) of the baby boomer. First, half baby boomers are more concerned with a career and idealism, this is quite different from the second half, although it remains loyal to the job, it is more realistic to think of himself and his family. (Zemke et all., 2013) .
Millennial Generation.
A millennial generation or also known as Generation Y is a group of people who were born in the period 1980 to 1990. This generation grew together with the development of digital technology. Starting when they were in elementary school and into adulthood, this generation was very familiar with computers, internet technology and cell phones with good features. Mastery in the field of digital technology is quite good compared to the previous generation, so this generation belongs to the group of the native digital generation. At this time the millennial generation is starting to affect the economy considering that this generation has begun to increase in number and has good purchasing power. The current millennial generation is a generation that is in a productive period and is expected to influence the economy in the next decade. The millennial generation, in general, is significantly influenced by the baby boomer generation, most of whom are parents of the millennial generation. The behavior of the baby boomer generation is a role model for millennial, such as providing opportunities for women to work and go to college. The big challenges and the high level of expectations of millennial generation shape this generation to have a more confident personality (self-confident) and even tend to narcissism (Lyons and Kuron, 2014) . Existence in social media is considered to be one form of success for the millennial generation (Barker, 2012) .
The millennial generation is different from the baby boomer generation related to work, millennial generation provides less time to work, and besides that, the loyalty to the employer is relatively low. The millennial generation is very easy to change jobs. The millennial generation is also stated to be the first generation worldwide (going global) because of the support of existing technology (Knight, 2014) . Not surprisingly, by the age of 30, millennial have moved more workplaces than baby boomers (Lyon et all., 2015) . The difference in characteristics between millennial and baby boomers is expected to influence the behavior or attitudes of the two generations in dealing with risks when transacting online.
The baby boomer generation and millennial generation in Indonesia grow in different conditions in several ways, such as social, economic and cultural aspects. The baby boomer generation is currently the most unproductive generation due to the age that is already above 50 years while the generation of millennial is the productive generation and is still produced in the next 20 years. Economic, social and cultural conditions also influence differences in the level of generational education as well as the influence of technological developments in each generation, as summarized in Table 2 . Attention to millennial is very important because it is properly influential in social life and also in the economy in the period 10 to 20 years into the future, as well as online transactions that are currently developing are influenced by the development of this millennial generation. The projected distribution of Indonesia's population in 2020 is expected to be dominated by millennial generation at 34% of the total population, while the baby boomer generation is only 13% of the total population (BPS, 2013). Risk Perception. Risk perception has been studied since 1960 related to consumer behavior that has no interest in buying, this is very influential in business so the cause needs to be studied (Zhang et all., 2015) . Risk perception is significantly important in consumer behavior because basically, consumers would not like to make mistakes in having a decision (Farzianpour et all., 2014) . The occurrence of conditions that are not desired by consumers is the core of risk perception; this is closely related to consumer behavior. Associated with online transactions, risk perception is described as a reluctance (there is no motivation) consumers to make online transactions due to concerns and uncertainties that are more likely to transact conventionally or offline (Persad and Padayachee, 2015) . The risk experienced by consumers due to the possibility that the product selected may fail to meet needs is referred to as product risk or product risk (Abrar et all., 2017) . Another risk faced by consumers when transacting online is the possibility of not having the appropriate product after completing online transactions and making payments to online stores, this is known as the risk of shipping or delivery risk (Abrar et all., 2017) . Delivery risks also include the possibility of damage to goods in transit due to negligence of the shipping company (Claudia, 2012) . In addition to product risk and consumer shipments that transact online, they are also faced with the possibility of financial losses due to hidden costs or other unexpected losses; this is known as financial risk (Zhang et all., 2012) . According to (Kaur and Quareshi, 2015) , things that result in consumers not wanting to do online transactions include uncertainty, long delivery times, difficult to return goods if it turns out to be inappropriate, there are shipping costs, the quality is unclear because the goods do not appear physically, online services are less responsive. (Hong and Cha, 2013 ) conducted a study of the effect of risk perception on customer repurchase intention on online shopping sites. The risk perception variables used are product performance risk perception, psychological risk perception, social risk perception, financial risk perception, online payment risk perception, and perception delivery risk. The study concluded that product performance risk perception, psychological risk perception, financial risk perception, and online payment risk perception have a negative and significant effect on customer repurchase interest on online shopping sites. Research that concluded there is a negative influence of the test variable showed that the variable is worth mentioning as a risk. Consumer perceptions of transaction risk (shopping) can be simplified into product risk perception, psychological risk perception, financial risk perception and shipping risk perception (Khan et all., 2015) .
Previous research showed that indicators that are considered important by consumers that can reduce risk perception are product quality, clear information about the product and company background, in terms of online transactions referred to by the company is an e-commerce platform (Beneke, 2013) . Another thing that can reduce consumers' risk perception in online transactions is a return policy, meaning consumers can exchange products if they are not suitable or can receive their money back if they cannot find an appropriate product (Powell, 2015) . The ease of use of technology helps reduce risk perceptions of online transactions; technological ease is defined as the knowledge and ability of consumers to use technology easily (Zaidi et all., 2014) .
METHODOLOGY
The purpose of this study is to evaluate whether there are differences in risk perception between millennial and baby boomers when transacting online. This research is a quantitative study using discriminant analysis of selected variables, which are variables that are considered to influence respondents when transacting online. The variables chosen in this study are Perceived Risk of Product, Perceived Risk of Financial and Perceived Risk of Delivery. The risk perception variable of the product is measured using five (5) indicators; succession, design, size, color, function (performance) aspects, which are then given a PR1 to PR5 notation. Variable risk perceptions of financial aspects are measured using four (4) indicators, which are successively the product's fair price, product prices elsewhere, payment processing, and money-back claims, then given a notation FI1 through FI4. Perception of shipping risk is measured by using five (5) indicators in a row are wrong address, the process cannot be traced, wrong product, the wrong quantity of goods, the driver is late, then given a notation of DE1 to DE5. The selection of this variable refers to previous research that was presented at the 2018 National Seminar on Social and Applied Science Conference (SASC) (Novita and Dipa, 2018) .
Measurement of indicators is done by using a questionnaire. The questionnaire used in this study is a statement that must be assessed by the respondent whether the respondent agrees or not with the statement. The assessment is carried out using a Likert scale with a scale of numbers 1 to 5, where a value of 1 indicates that the respondents strongly disagree with the statements submitted in the questionnaire and number 5 shows that the respondents strongly agree with the statements in the questionnaire while numbers 2 to 4 are gradations between the very agree and strongly agree. Statements related to risk perception in the questionnaire are delivered in the form of negative circumstances (not favorable to the respondent) using the word "no" or words that mean "negative" or "not expected to occur" by consumers. Examples of statements in the questionnaire are as follows: (1) The product color is "not the same" as the product color displayed on the online shopping site X. (2) Online shopping site X sends products that are "wrong/incompatible" with orders. (3) The refund process is "difficult to do" if a complaint/complaint occurs or the product ordered is not available.
The form of this statement implies that the greater the Likert scale number submitted by the respondent means the greater the respondents' risk perception of the indicator and conversely the smaller the Likert scale number delivered by the respondent shows the risk perception of the respondent towards the statement (indicator) the lower. For example, the statement (a) is related to the color of the product which is not the same as the one on the site. The evaluation of respondents in high Likert scale figures showed that color is a high risk, and vice versa. The same thing happens in the statement (c) which uses the word "difficult" which means it is not expected to occur or is perceived as being at high risk.
Criteria for respondents in this study are people who belong to the baby boomer generation group or millennial generation who have done online transactions that are limited to goods transactions and do not include services transactions in the financial sector (Fin-tech). Such online transactions are not limited to the purchase of certain products or certain e-commerce platforms. This study assumes that the e-commerce platform and the product purchased do not affect the respondent's attitude to risk perception.
The criteria used to measure the validity of the data and the reliability of the model are carried out using the loading factor (LF) criteria> 0.4 for validity and Construct Reliability (CR)> 0.7 for reliability. Discriminant analysis is performed on the three risk perception variables above. The analysis showed whether there is a significant difference in risk perception between the millennial generation and baby boomer generation towards these three risks (variable). The null hypothesis of this study is Ho: There is no significant difference in risk perception between the millennial generation and baby boomer generation in online transactions.
THE RESULTS OF STATISTICAL TESTS AND DISCUSSION
The number of respondents who met the criteria for this study was collected as many as 135 respondents and as many as 69 respondents as the baby boomer generation group and 66 people as the millennial generation. Variables used in the test the risk perception of respondents are product risk perception. Financial risk perception and delivery risk perception. Each variable of risk perception is measured by related indicators which are then tested for their association with the CFA (Confirmatory Factor Analysis) method. The result of the Confirmatory Factor Analysis (CFA) on indicators describing risk perception variables on products (PR1 through PR5), indicators of financial risk perception variables (FI1 through FI4) and indicators of shipping risk perception (DE1 through DE5) indicate that all indicators has a relationship with variables with a weight (loading factor) greater than 0.4, thus all indicators are eligible to be used as explanatory variables. Construct Reliability (CR) for each variable> 0.7 so that all variables are declared reliable (Sharma, 2016) . The magnitude of the loading factor and construct reliability (CR) for each indicator are presented in Table 3 .
Loading factor showed how strong the indicator can explain the variable, high loading factor indicates that the indicator contributes high in explaining the variable. Referring to Table 3 , the perceived risk of the product variable has the highest loading factor is the PR5 indicator of 0.61. PR5 is an indicator related to the function or product performance aspect, meaning that the product risk perception is explained quite high by the product function/ performance indicator or in other words the product function/ performance explains the product risk well. The PR5 performance indicator is 2.7 based on the Likert scale 1 to 5. As stated in the research methodology, this study uses a questionnaire with a negative statement and the Likert scale used is 1 for assessment strongly disagrees with the statement and 5 strongly agrees with the statement, thus the number High performance showed that the indicator is considered very risky. Respondents' expectations of the performance indicators are all low-risk indicators. PR5 is an indicator with the highest loading factor and the lowest risk performance number means that the performance of this indicator is better than other indicators. Another case with the perception of financial risk is explained by indicators FI1 to FI4. The highest loading factor is owned by FI4, namely cashback claims, which means cashback claims are the main contributors in explaining perceptions of financial risk. The performance of the FI4 indicator is 2.94, this figure is the second-highest number in the perception of financial risk, it showed the FI4 indicator needs attention now to be improved because it is considered riskier than other indicators remembering the highest contribution in explaining the perception of financial risk. Each respondent gives an assessment indicator of the statement; each indicator acquires a number between 1 to 5 (according to the Likert scale). The indicator number is used to determine the performance rate of each variable (risk perception) by considering the loading factor (weight) of each indicator in explaining the variable known as the weighted average method. The performance of each variable for each respondent is averaged so that the average performance of each variable is formed. There is a difference in the average performance of the variables between the millennial generation and baby boomer generation, as illustrated in Table 4 .
The performance of each variable was measured for each group of data, both for the baby boomer generation group (generation 1) and the millennial generation group (generation 3). Generation 1 has a lower average product risk perception variable performance than Generation 3, this showed that product risk is relatively less important by Generation 1 compared to Generation 3. The analysis of the average number should also consider the standard deviation rate so that a discussion of the performance is carried out in a range around the average number.
Referring to table 4 using rounding, the range of performance of the product perception variable for generation 1 is 2.6 +/-0.7 (or range of values 1.9 to 3.3) while for generation 3 is 3 +/-0.4 (or the range of values 2.7 to 3.4). The range of generation 1 and generation 3 values for overlapping product risk perception variables showed that although the average generation 1 has the lower performance for the variables tested in reality some generation 1 respondents assess the performance of the variable tested is greater from the assessment of respondents from generation 3. The same method in the analysis of variable performance is carried out for other test variables, thus obtained the performance of the financial risk perception variable for generation 1 in the range (2 to 3.4) while for generation 3 is (2.3 to 3.7). The performance variables of shipping risk perception are (1.7 to 3) for generation 1 and (2.2 to 3.4) for generation 2.
At a glance, the performance of the variables of the two generations has shown differences in risk perception between the two generations tested, but to find out how significant these differences are and how strong the differences are then the discriminant analysis is used to further evaluate. Discriminant analysis was carried out using 54 respondents from the baby boomer generation and 51 respondents from the millennial group. The baby boomer group was given notation 1 (Generation 1) while the millennial generation was given notation 3 (Generation 3). The result of the discriminant analysis are presented in several standard measures such as the level of significance, the coefficient of the variable (coefficient), and the determination of the discriminant function (discriminant score) with the centroid for each group tested. Tests have also been carried out on the accuracy of the discriminant function in predicting the group of respondents by taking into account the perceived value of risk in this study. As a test of the discriminant function obtained, 30 respondents consisted of 15 respondents from the baby boomer group and 15 respondents from the millennial group who provided information related to the respondents' perceptions of the selected variables (Perceived risk of Product, Perceived risk of Financial and Perceive risk of Delivery).
By the objectives of the study, the discriminant analysis showed several results including:
Correlation coefficient. The correlation coefficient is an indication of how strong the relationship between the variables measured. In this study, the correlation between variables ranged from 0.29 to 0.47, as illustrated in Table 5 , which means that all variables correlated positively, even though the correlation coefficient is still relatively small so the relationship between variables is declared weak because of the correlation coefficient between variables < 0.6. This condition showed that there is no multicollinearity between variables (each variable is not closely related). Multicollinearity occurs if the threshold of the correlation coefficient number is exceeded. The threshold correlation coefficient is around 0.8, or the VIF (Variance Inflation Factor) threshold that is in the range of 10 is exceeded. Nevertheless, some researchers set threshold figures for correlation coefficients of 0.6 and VIF 5 (Tay, 2017) . Table 6 , the result of this test indicated that the financial aspect risk perception variable and the shipping aspect risk perception have a significant number (sig) = 0 while the product aspect risk perception variable has a significance of 0.001. All variables have a significance (sig) <0.05, which means that the three variables make a significant difference in the group or in other words the variable is judged differently by the group tested significantly. The result of discriminant analysis give Delivery 0.436 0.473 1 significance (sig) = 0,000 or sig <0.05 which means that the tested variables show differences between groups of generations, even though the number of Wilk's Lambda is still large at 0.825. The differences between groups tested will be large if the number of Wilks' Lamda is close to 0. This study explained that there are significant differences between groups but not too large. Eigenvalue showed the proportion of variance (difference) that can be explained, that is 0.212, the greater the Eigenvalue, the greater the proportion of the difference that can be explained (maximum number of Eigenvalues = 1). Canonical correlation (CC) with a value of 0.418 so that the CC square = 0.175. This figure is in line with the Eigenvalue that the three selected variables can already show significant differences in perception; however, the three variables used can only explain the difference of the remaining 17.5% explained by other things. Discussion of the result of the discriminant analysis above is used as a tool to test the null hypothesis that has been set, it should be noted that the most important thing in the test the null hypothesis is significance. The hypothesis test result showed sig. = 0 <0.05 shows that the null hypothesis is rejected, meaning that there is a statistically significant difference between millennial risk perceptions and baby boomer risk perceptions when transacting online even though the difference is not strong enough. The difference that is not strong enough is probably because in this study there is no difference in the types of products purchased online. The variety of products purchased by consumers varies from clothing, furniture, spare parts, cell phones, electronic equipment, food, all of which are assumed to not affect risk perception. For example respondent A would assess the same risk perception for shipping error indicators when buying electronic products and buying food. This might not be right. In addition, this study also assumed that all e-commerce platforms do not affect respondents' ratings of transactions meaning that when respondent A purchases electronic goods in e-commerce platform X and purchases the same items in e-commerce platform Y, it is assumed that the perception of risk is the same without regard to credibility from each e-commerce platform.
Nevertheless, the result of this test is quite in line with other previous studies related to the behavior of these two generations. As stated above, in terms of the work of the millennial generation, they prefer to move, while the baby boomer generation is more loyal. This reflects the difference between the two generations in taking risks in choosing work. Referring to Table 4 . Variable Performance, it appears that the average performance of the millennial generation (generation 3) is greater than the average performance of the baby boomer generation (generation 1) variable for all variables tested. This showed that in general millennial generation risk perception of online transactions is higher than the baby boomer generation risk perception for the three variables tested. The result of this test is in line with some of the theories above which stated that the millennial generation is a generation that has high expectations (demanding) so it is less able to tolerate errors in the online transaction process. The familiarity of the millennial generation with internet technology also contributes to shaping the attitude of the millennial generation to under-accept errors of online transaction processing. Somewhat different from the baby boomer generation who are digital immigrants, being more tolerant of mistakes by considering the transition in the use of technology. Also, in terms of the financial risk perception of the baby boomer generation is lower than the millennial generation, this can be explained because the products that are commonly purchased are still below the purchasing power of the relatively well-established baby boomer generation. The criteria chosen as respondents are people who have transacted online, this research indicated that the baby boomers who transact online are better prepared to face risks than millennial groups.
Discriminant Function (D score). The discriminant function is built by the coefficient of the risk perception variable under study so that the discriminant function can help predict whether a respondent (consumer) is classified as a millennial or baby boomer based on his assessment of the risk perception studied. The accuracy of the discriminant function in predicting the compatibility of the variable with the group being tested is expressed in terms of Hit Ratio.
The statistical test result in Table 7 , showed that the risk perception of the product has a coefficient of 0.796 while the risk percentage for financial is 0.700 and the perception of shipping risk is 0.633. These result indicated that the risk perception of the product is the main differentiator between the millennial generation and the baby boomer generation.
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The discriminant function (D) can be written down, D = 0.796 Product + 0.700 Financial + 0.633 Delivery -5,854 Centroid group, which is the center of each group in discriminant score (D), for Baby Boomers = -0.443 while for Millennial = 0.469 with a cut-off (Z) close to 0, so for respondents who get discriminant scores D <0 will be classified as in the Baby Boomer group while D> 0 belongs to the Millennial group. (Product, Financial, Delivery) are obtained from indicator indicators that explain them by considering loading factor (weight) obtained from the Confirmatory Factor Analysis (CFA) so that it is possible to get a number that is not round (fraction or decimal). Calculation of D score (D) is done by applying the following formula: D = 0.796 Product + 0.700 Financial + 0.633 854 Referring to the predetermined criteria, for group 1 it should have a D score <0 while group 3 has a D score> 0. The table shows that there are three unsuspecting respondents from group 1 and three respondents from group 3. Referring to and there were 6 (six) predictive mismatches on the D score, namely test sample no. 7, 13, 15, 19, 21, 23, thus it was said that the hit ratio was 80 %. Hit ratio can also be interpreted as a tool for estimating consumer behavior (respondents) to the variables studied. This study shows that the differentiating factors of baby boomer generation with millennial generation are product risk perception, financial risk perception, and shipping risk perception, so if there are found respondents (consumers) who are classified as millennial generation, then respondents can be predicted at risk perception by 80% which is different from the baby boomer generation. In general, this research has succeeded in showing that there are significant differences between the behavior of the baby boomer and millennial groups. The result of this study is the difference between this study and previous studies in which previous research studies show that perceived risk is negatively correlated to online buying interest without differentiating generation differences from buyers (consumers). (Hong and Cha, 2013; Kesharwani and Bisht, 2012) .
namely Perceived Risk of Product, Perceived Risk Financial and Perceived Risk Delivery can show this difference by 17.5% while the rest needs to be explained by other risk perceptions.
Suggestion. The biggest coefficient on the discriminant function is the risk perception of the product. Indicators used to explain risk perceptions of products include durability, design, size, color, and function, hence it can be stated that millennial generation perceptions are different from baby boomer generations in assessing these indicators. This result is used by producers or e-commerce platforms to provide products of different characteristics so that the needs of the millennial generation and baby boomer generation are met. Nevertheless, the aspects of financial risk and aspects of shipping risk also help distinguish the risk perceptions of the two groups, so indicators explaining the perception of financial risk and shipping need to be considered as well. This research is not perfect because the variables used are only able to explain the differences between the two generations accurately by 17.5% so that further research can be done by adding other variables or by setting other criteria.
This research assumed that the product purchased and the e-commerce platform does not affect risk perception, so this research mixes all respondents with the purchase of a very diverse product range (cosmetics, clothing, spare parts, furniture, electronic equipment, cellular phones, etc.) purchased from the platform. E-commerce is also significantly diverse. This needs to be a concern for subsequent research to be able to consider research by dividing products into certain classes that are more homogeneous and dividing e-commerce platforms with a certain level of performance as well.
